


Purpose

» Learn basic principles of evaluation
— Why do it
— Different types
— Methods

» Draft rough evaluation plan A
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Evaluation

. What is it? T GET AL THE
INFORMATION YoU CAN,

" ' ' We'LL THINK ¢F A |
Evaluahqn IS a gl ghit LHTER.J

systematic process to B it

determine merit, worth,

value or significance.”

-www.eval.org
+ Why do it?

* YOour projects




Focus Your Evaluation

« What is it you want to know?

« What decisions do you need fo make, and what do
you need to know to make them?

« What defines success?

« Who will use the findings of your evaluation and
how?

A
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Evaluation Questions

“The evaluation questions form
the basis for . . . knowing what
to do in the evaluation.”

Marvin C. Alkin

Evaluation Essentials: From A
fo Z
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“Yes ... I believe there’s a question

there in the back.”
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Evaluation Questions

* The "BIG" questions
— Inform your practice
— What decisions do you need to make?

— Meeting goals and outcomes?

— What's working and what’s not?

» Ask: How will you use the information? A
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Engaging Stakeholders

« What are stakeholders?

 Who has a stake or active
iNnferest in the topic/project?

 Who are your stakeholders?

“I told you not to challenge the
biggest stakeholder.” A
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Outcomes and Indicators

« What do you hope 1o accomplish as a result of the
evaluation? (Outcome)

» How will you know it was successful? (Indicator)

IDLOVE TO, BUT IT

ISNT ON THE LIST

OF PRIORITIES YOU
GAVE ME AN HOUR AGO.

DO WHAT T TELL YOU
TO DO, NOT WHAT I
SAY YOU SHOULD DO.

DILBERT, I NEED
YOU TO TAKE CARE

OF THIS.

Dilbert.com DilbertCartoonist@gmail.com
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Common types of evaluation
(Evaluation design)

Needs assessment
-rontfend evaluation
-ormative evaluation
Summative evaluation

Early experiments in transportation
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Data Collection Methods
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sSurveys
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sSurveys

Benefits Disadvantages

« Good for general feedback < May not get to the heart of
+ Relatively quick an issue

« Convenient » Does noft fell you everything
. Inexpensive « Requires sufficient sample

« Can be gquantitative and
qualitative

A
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servations
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“Anthropologists! Anthropologisist”



Observations

Benefits Disadvantages
« See what people are « Time consuming and
actually doing expensive
* Provides rich, descriptive ¢ Sometimes it's hard to know
information why they are doing what
they are doing

A
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Interviews

“Look here, McGinnis—hundreds of bright
copper kettles, warm woolen mittens, brown paper

packages tied up with string. ... Someone was TANKSG
after a few of this guy’s favorite things.” = PQIN'i'VING




Interviews

Benefits Disadvantages
« Provides rich, descriptive * Time consuming and
iNformation expensive
+ Allows you to "dig in” and « What people say is not
get to the heart of the issue necessarily what they
actually do
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Data Analysis

Analysis
Inferpretation

What did you
learn?

Are there
limitations to the
study? Caveats?
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Use

« Who will the findings be shared with?
« How will the findings lbe shared?

MANAGERS BONUSES
ARE LINKED TO «es 1O
THESE RESULTS. YOu THE
CAN BE SURE WE'LL SURVEY.
MAKE BIG CHANGES...

)
T

FOR THE TENTH YEAR

IN A ROW, THE
EMPLOYEE SATISFACTION
SURVEY SAYS MORALE

IS LOW.

ure Syndicate, Irc

scottadams®aol.com
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Resources

* Informalscience.org
* Visitor Studies Association: visitorstudies.org
« American Evaluation Association: eval.org
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QUESTIONS?

1..Hi, WERE TAKING
A SURVEY...HOWMUCH
TiME DO YOLI HAVE TO

Stephen Ashton, Ph.D.
sashton@thanksgivingpoint.org

Director of Audience Research
and Development

Thanksgiving Point Institute



